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摘  要 






























This research takes Grunig’s excellence in public relations theory as analytical 
framework to analyze corporate communication management of the Dell company in 
China by participatory observation and in-depth interview. The study found that Dell 
(China) applies two-way symmetrical model more than news agentry, public 
information and two-way asymmetrical model. Dell (China) utilizes two-way 
communication tools such as the face-to-face meeting, phone call, and email to 
communicate with the customers. In addition, as the development of internet, Dell 
also put the social media into the communication practice. Dell (China) communicates 
with the public in an open way, which ideally realizes Grunig’s two-way symmetrical 
PR operation model. The Corporate Communication Department independently 
exercises its own function by collecting information, analyzing media environment, 
making communication plan, planning activities and dealing with crisis. What’s more, 
Corporate Communication Department is involved into the company management 
through reporting and proposal, and finish own tasks to accomplish organization’s 
goal. The participative corporate culture of taking the social responsibility also helps 
the company to be an excellent example of corporate management. 
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    除了新的沟通工具，在组织结构方面，企业传播部依照戴尔全球模式采用职
能型组织结构与管理结构②，接受全球公共关系部门的领导，并将戴尔的先进的
企业传播理念贯穿于中国的传播活动中去。 










































































































第二章  文献综述 
2.1 Grunig 企业传播管理理论 










































内部的，也可以是外部的19 。James 和 Dozier 认为为了让组织更加高效，那么公























































































     Grunig 和 Hunt 还指出公关人员有两个主要的角色和两个次要的角色。主要
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